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DIGITAL EQUIPMENT CORPORATION 
EDUCATIONAL PUBLICATIONS 





A partial list of the publications in the continuing series of curric- 
ulum material published by Digital for use with EduSystems and RSTS 
are listed below. Please inquire directly for prices on classroom 
quantities. 
Additional publications may be obtained from: 

Software Distribution Center 

Digital Equipment Corporation 

Maynard, Massachusetts 01754 
Populution: Self teaching BASIC Workbook $2.00 
BASIC Matrix Operations, Project Solo 3 $1.00 
Problems for Computer Mathematics $1.25 
Advanced Problems for Computer Mathematics 2.00 

—— 


BASIC Application Programs 


Mathematics I | $1.00 
Mathematics II £500 
Science i; 60 
Business and Social Studies 1.00 
Plotting 1.00 


Huntington I Application Programs 
MATHEMATICS $2.00 
TEACHER ASSISTANCE 1.00 


Huntington I Simulation Programs 





BIOLOGY : $1.00 
CHEMISTRY 2.00 
EARTH SCIENCE 1.00 
PHYSICS 2.00 
SOCIAL STUDIES 1.00 


Huntington II Simulation Modules 


Student Workbook $0.30 
Teacher's Guide <aoo = 
Resource Handbook coe 


Program Paper Tape 1.00 


> 





TEACHER'S GUIDE 


Developed by: 


Stanley Finkelstein, Polytechnic Institute of Brooklyn 
Igal Staw, Polytechnic Institute of Brooklyn 

Joseph McGrath, Locust Valley H.S., Locust Valley, NY 
David Sobin, Polytechnic Institute of Brooklyn 


Programmed by: 
David Sobin 
Illustrations by: 
Karen Klassen, Polytechnic Institute of Brooklyn 
Support Material by: 
vi Elizabeth Williamson 
" Northwest Regional Educational Lab, Portland, Oregon 
HUNTINGTON TWO COMPUTER PROJECT 
Copyright C 1972, State University of New York 
1 May 1972 
aa The work of the Huntington Two Computer Project is partially 


supported by the National Science Foundation, Grant GW-5883. 


Exclusive publishing rights granted to Digital Equipment Corporation. 
REPRODUCTION NOT PERMITTED 
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Teacher Handbook for MARKET 


I. IDENTIFICATION 


Subject Area: Social Studies, Business Education 
Specific Topic: Elementary Marketing 


Grade Level: 10 - 12 


Coordinated Computer Program: MARKET 


Computer Language: BASIC 


Il. ABSTRACT 


This computer-based game of competition between two companies selling 
the same type of product allows the users to explore and discover appropriate 
marketing strategies with respect to production, pricing, and advertising. 


III. DESCRIPTION OF THE MARKET PROGRAM 


The computer program in this unit is a game which allows the users to 
play the roles of two companies who are competing for the market for a 
particular product. 


At the start of the game, the computer informs the players of the fixed 
and the variable production costs involved in the marketing of their good, 
and it assigns to each company initial values for inventory (stock on hand), 
cash on hand, and total assets. Each player is allowed to make marketing 
decisions quarterly and can determine the production level, the advertising 
budget, and the unit price of the product for his company. 


After these decisions are made for a given quarter, the computer reports 
the results of the decisions with respect to performance on the market. For 
each company, the report lists: 





a) profit 

b) percentage share of the market 

c) cash on hand 

d) number of units sold 

e) number of units in stock (inventory) 


f) total assets 


Players make their decisions for the following quarter on the basis of 
these reports. Contingencies which may require changes in strategy occur at 
random throughout the game. The game ends when one company goes bankrupt or 
attains 12 million dollars in total assets. 


A more detailed explanation of the game and of all terms used in the 
program, an example of a two-company competition, and a list of the assumptions 
under which the program operates are all given in the Student Handbook. 


IV. RATIONALE FOR THE MARKET UNIT 





A fundamental understanding of the consumer market and the variables 
which influence the market is valuable knowledge for the American consumer. 
Secondary school students are already consumers, and as such could well 
benefit from a unit of study focused on marketing. 





It has been estimated that there are over 19 million American teenagers 
between the ages of 15 and 19 who themselves spend approximately 19 billion 
dollars per year, and who exert a good deal of influence over the buying 
trends of other segments of the market.* 


*Ralph Mason and Patricia Rath, Marketing and Distribution, (New York: McGraw- 
Hill Book Company, 1968), p. 63. ~ 


The MARKET game provides a unique motivational device for such a unit by 
allowing the students to simulate participation in the marketing operations 
of a large business. The experience of managing the variables involved in 
marketing and of seeing the results of bad as well as good decisions can 

be a significant learning experience that conveys a great deal more than 
"book knowledge" of the subject. In this game situation, the student can 
personally investigate some of the basic relationships involved in marketing 
and then measure his understanding of these by his degree of success in the 
game. 


In addition, the unit could be a valuable supplement to business 
education courses at the secondary school level. Although many high school 
students who are taking business courses will assume only the technical 
positions in business, they ought to have some feeling for the operation of 
the larger world of business in which they will work. A unit centered on 
the MARKET program can help these business students gain some intuitive 
understanding of business operation without a heavy, rigorous approach to 
the concepts involved. 


V. GOALS FOR THE MARKET UNIT 
After completing a unit of study centered upon the MARKET program, a 


student should be able to: 


1) define the following terms: 


a) consumer g) supply m) profit 
b) marketing h) demand 

c) free enterprise i) fixed production cost 

d) competition j) variable production cost 

e) production k) inventory 

f) consumption 1) assets 


2) determine the effects on prices of varying the supply and demand 
for a product. 


3) briefly describe the relationship between 


a) advertising and demand for a product 

b) a specific company's advertising and its share of the market 
for the advertised product 

c) price and the demand for a product 


4) describe, in general, the effects that one company's marketing 
decisions with respect to production level, advertising budget, 
and price have on a competing company. 


5) analyze the factors which would influence a company's decision for 
the next quarter, describe the decisions that he would make for that 
company, and explain why he would make those decisions. 


6) Write a brief analysis of a newspaper, magazine, or TV advertisement 
including: 


a) why the ad appeared in the particular media when it did 
b) the segment of the consumer market to which the ad appeals 
c) the motivation the ad uses on the consumer bead 
d) why the student would or would not purchase the product or 
service on the basis of the ad (assuming he is a member of the 
market segment to whom the ad is directed). 


VI. BASIC INSTRUCTIONAL USE OF MARKET 


The major instructional use for MARKET is to provide a vehicle through 
which students can acquire a fundamental understanding of marketing and of 
some of the major variables involved in marketing. 





A. Before Using the Program 


It might be helpful to go over the following with your students before 
having them run MARKET: 


1) the concepts of* 


a) marketing, production, and consumption 

b) the free enterprise economy 

c) business competition 

d) the consumer market 

e) the interactions among supply, demand, and price 
f) advertising principles and methods 


2) the terms, units, and procedures to be used in the program (See 
Student Handbook. ) 


3) the concept of a simulation, why the MARKET program is a simulation, 
and the assumptions which underlie the model. (See Student Handbook 
or Resource Manual for a list of the assumptions.) 


B. Using the Program 


The MARKET program can be used by individuals, teams of students, or an 
entire class. When using the game, the players should be encouraged to care- 
fully consider the results of their own and their opponent's previous decisions 
before making a strategy decision. 





At the time each team is formulating its strategy for a particular quarter, 
however, neither team should be aware of the plans of the other. (To preserve 
secrecy you might, for example, have all values for both teams typed in by 
a student stationed at the teletype.) The strategies of both teams should 
be revealed when the results of a given quarter are reported. 


*General background information, as well as related exercises, about these 
concepts is provided in the Resource Manual. More extensive treatment can be 
found in the books listed in the Resource Manual under “Related books and film 


_—— 


An example of a two-company competition, that between two manufacturers 
of racing bicycles, is contained in the Student Handbook. This is only one 
of many possible examples and you may want to use different ones. There 
is no need to make changes in the program to reflect the use of different 
examples, unless certain economic aspects of the new item, i.e., price 
range, demand (at a certain price) when there is no advertising involved, 
and fixed or variable production costs are Significantly different from 
the original values in the program. (See the Resource Manual for their 
original values and for instructions on how to change them.) 


Each company currently begins the game with $5 million cash on hand, 
an inventory of 100 thousand items, and total assets of $7 million. If 
you want to start both companies off with another set of resources or unequal 
resources, you can also do this by modifying the appropriate lines in the 
program, as indicated in the Resource Manual. 


(A number of other changes can be made in the MARKET program. You can 
check the Resource Manual for a listing of the variables, their current 
values, and a complete description of procedures for changing these values.) 
For instructions on how to enter the program at some point other than the 
beginning, see the Sample Runs in the Resource Manual. 


In addition to being used as a game, the MARKET program can be used to 
explore the effects of specific marketing factors. For example, if both 
companies are made to maintain the same production level and the same unit 
price, the effects of advertising can be explored; if both hold advertising 
budget and price constant, the results of varying production level can be 
observed. Also, the effects of one company's strategies on the other 
company can be determined by holding one company's decisions constant, and 
varying the production level, advertising budget, and unit price set by the 
other company one at a time. 


Use of the program should be integrated with related activities. For 
example, you may want to have the students write, design, and/or produce TV, 
newspaper, and magazine advertisements for their product. Or you may want 
students to research the actual market history of their product, or collect 
and analyze advertisements for their product. Activities of this type can 
enrich the context in which the MARKET game is played, and make the game 
more meaningful to the students. 


C. Followup Questions 


The following questions may help to stimulate discussion after the 
MARKET program has been used and the students have carefully studied their 
results. 


1. Did any of the variables seem to be directly related or to affect one 
another? For example, was there any relationship between 


a) production level and sales? 
b) price and sales? 

c) advertising budget and sales? 
d) production level and profit? 
e) price and profit? 


What effect did one company's decisions have on the other company? For 
example, did the advertising of one company affect the other company's 
sales? 


Discuss strategies that you used which had good results; discuss those 
which had bad results. For each case, suggest why the decisions had 
the effects they did. 


What are the consequences of producing too much of a product? Of 
producing too little? Of setting the price too high? 


Did you find any upper limit of effectiveness for your advertising 
budget when the product had a fixed price? That is, was there a 
budget such that beyond that budget, no more effect was had on sales? 


What kinds of factors are not accounted for by this simulation? Describe 
how you think each factor would affect the behavior of the market. (For 
example, what differences would you expect if ten companies shared the 
market instead of two?) 





VII. TEACHER INTRODUCTION TO THE STUDENT HANDBOOK 


The Student Handbook is a booklet of basic information about the MARKET 


program designed for the student. It describes the rules of the game, the 
terms used, and the assumptions under which the model operates. Students 
should be thoroughly familiar with this booklet before they use the MARKET 
program. 





